In March 1984, The Boston Red Sox enacted an audacious marketing move by launching their own cable network with little notice to the fans. New England Sports Network, or NESN for short, was a premium broadcast channel of which the Red Sox owned a significant holding. It monopolized the regional airwaves and broadcast a majority of the Red Sox regular season games. Their choice of debut was especially brazen, as it came in the spring immediately following the Red Sox' most dismal finish in nearly two decades. 8 Fans saw the channel less as a new outlet towards watching games and more as a blockade to their relationship with the team. For years the fans had devoured the typical baseball fodder: t-shirts, caps, programs, yearbooks, and magazines. To them, a television network was different. It was not a manifestation of team pride or a tangible feeling of connection and possession of the team; in fact, it was very much the opposite. As reflected by Montville's impassioned piece, the fans felt they had some kind of clout with the Red Sox and were aggravated when it seemed they were being slighted. They maintained ownership of the team through their fandom.
To buy a cap or a magazine was to possess a part of the culture and to identify as part of a larger entity; however, the network took away the basis of that fan fraternity, the team and its games, and turned it for profit. What had previously been available to all would be limited to those who could and would pay.
To sell out and join the mass media circus was not, in the fans' eyes, the way of a team so enveloped in history. Serving those diehard fans that proselytized tradition and touted their emotionological principles proved to be a difficult task, especially in a decade where the shift towards mass media was imminent.
The immense frustration exhibited by the fans in regards to NESN gave an interesting look into their place within the Red Sox institution. In any conventional sport setting, fans would typically garner frustration at their team continuously losing; however, as Red Sox fans had come to expect this, they channeled their frustration into pushing back against new media. Their reactions were quick and agitated without considering the benefits of such a network. The Red Sox organization, on the other hand, made it clear that this network was not going anywhere. NESN, despite initial fan pushback, continued and eventually thrived, highlighting the ability for the fans' emotionological culture to develop in the face of change. This attempt at reinvigoration marked one of the major tensions between the organization and fans during the decade. As the '80s progressed, NESN remained the only marketing shakeup that impacted Sox culture, but competitively the team itself made a leap that had the ability to fundamentally change the culture forever.
Tragedy -Sox Quest for Six
The Sox journey towards their elusive sixth World Series title was a painful one and perfect exhibition of the team and fan's tragic sensibility. After World Series heartbreaks in 1946 and 1967, both of which ended in a crushing Game 7 defeat, two distinct themes could be seen: the Red Sox were not going to win, no matter how promising they were, and the fans would still be there, no matter the magnitude of loss. 11 The team carried these commandments into the chaotic first half of the 1980s, where year after year the team found themselves amassing win-loss records including 83-77, 78-84, and 81-81. 12 The decade was rough, but had its glimmering diamond in the 1986 season.
The team made a glorious run at baseball's biggest prize. They rebounded in the Championship series in dramatic fashion and brought that flair with them to the big stage. 13 Once they reached the Series itself, the team had multiple chances to clinch, but failed to seize their opportunities, seemingly reaffirming the institutionalized expectation of a disastrous end. In a bitter irony, prior to Game Six, Boston Globe contributor David Margolick noted that the Red Sox, "embody something else: the epic, ennobling sense of tragedy. There is, after all, something far grander about hopes dashed than hopes satisfied." 14 Generations of fans were ingrained with this notion; many had been raised with it. For 68 years, the Red Sox had continually disappointed in the end, and while no fan was going to venture to say that they hoped the team lost, they would not be surprised if they did. In Boston baseball culture, it was not about the wins and the losses in the moment, it was the enigmatic, hopeful future that kept the fans coming back.
The fans expectation of loss was an interesting cultural phenomenon in the world of sports. As Yale President, eventual Baseball Commissioner, and Red Sox fan Bart Giamatti once proclaimed, "I almost think Boston fans don't want to win it all. They'd rather have winning out there as a shining ideal." To witness the outstanding athletes on the field celebrating the small successes in day-to-day wins and facing the enormous losses in the Fall Classic was a reminder that they were human, just like any fan. 32 Sloan's subsequent arguments revolve around the idea that "idolatry of victory in sports is an undeniable fact" and that fans could fulfill achievement needs by indulging in their team's successes. 33 The Red Sox serve as a true counterargument to this asser- 
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